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Today's world, the development of manufacturing industry is showing a series of 
new features and trends, especially with the application of information technology 
more extensively and deeply. The global manufacturing industry is transferring from 
"production-based manufacturing" to "service-based manufacturing". Plenty of 
theories have been proposed on how to accelerate the integration of information 
technology and industrialization technology. The key point of the integration is the 
rise of manufacturing industry, whose sign is the transfer from “production-based 
manufacturing” to “service-based manufacturing”.  
As the famous representation of manufacturing industry in china, Haier has 
attracted more and more attention to its creative practice of transferring to 
“service-based manufacturing”. In this paper, hopefully, by studying Haier’s 
transferring strategy model, the related theories and experiences could be figured out, 
to finally provide a vividly real case and suggestions to Chinese manufacturers for 
making decision of whether transferring to “service-based manufacturing” or not, by 
clearly describing the process and the related environment, and analyzing the benefit 
and profit they may gain. 
This paper, by combining theory and practicality, well expounds and proves the 
theory of strategy and the core of “service-based” manufacturing. By using PEST, 
Porter Five Forces, SWOT and other models, considering the internal and external 
competitive environments of Haier, together with empirical analysis, it’s studied that 
Haier’s “service-based manufacturing” strategy and what Haier gain from this 
strategy, and hopefully could be an best reference instance for both the Chinese 
manufacturers and the Chinese electrical appliances enterprises. 
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在家电业蓬勃发展的 20 世纪 80 年代中后期和 20 世纪 90 年代前期，家电企
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1.2 研究的基本框架 













来说明海尔实施服务型制造战略所采取的措施。第三部分为第 4 章和第 5 章，为
海尔服务型制造带给中国制造企业的思考和研究结论，从多方位、多角度总结本
次研究的成果及存在的不足，为以后的研究做出更深层次的研究成果准备基础。
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战略管理的过程（静态）一般包括 9 个步聚，如图 2-1 所示。 
   
图 2-1 战略管理过程图 





































分析模型如图 2-2 所示。 
 
图 2-2  PEST 分析模型 
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